The concept of marketing aims to "facilitate and expedite satisfying exchange relationships in a dynamic environment" (Dibb, Simkin, Pride, and Ferrell 1997, p.3) and "enables consumers to choose a brand which seems to have the best potential for satisfaction" (Enis and Cox 1997, p. 89). As Marketing is driven by a desire to satisfy consumer needs (Pride, and Ferrell 2000) 
Introduction
Is marketing virtuous? The concept of marketing as depicted in textbooks and business literature is undoubtedly virtuous. Marketing is driven by a desire to satisfy consumer needs (Pride and Ferrell 2000) . It aims to "facilitate and expedite satisfying exchange relationships in a dynamic environment" (Dibb, Simkin, Pride and Ferrell 1997, p.3) and "enables consumers to choose a brand which seems to have the best potential for satisfaction" (Enis and Cox 1997, p. 89) . The relation between honorable marketing practices and consumer satisfaction is often related to Maslow's hierarchy of needs developed in 1954 and revised in 1987 (Hawkins, Best, and Coney 1998) . In that theory, the consumer is perceived as an actor who consumes in response to specific hierarchical needs, the ultimate being self-actualization 3 . Such a pyramidal approach to consumer needs implies that the goal of marketing is to elevate consumer satisfaction to the level of self-actualization. Marketing is virtuous, as it liberates consumers toward the ultimate satisfaction.
The problem, of course, is the ontological simplicity of such argument. First, to call something the ultimate or the highest need suggests an objective, tangible, and single reality where "education, hobbies, and travel," which depict self-actualization, are the greatest accomplishments of the human development line. It assumes that all consumers, regardless of their social, cultural, and historical contexts, aspire for the ultimate truth: selfactualization. Today, with the decline of nation-state, the explosion of ethnicity and fundamentalism, the cultural fragmentation, and the decline of enlightenment, there cannot be a single project, or one life direction. Moreover, even if we consider that self-actualization encompasses the diversity of life projects, this logic still undermines an actor-oriented approach in which consumers are perceived as rational, deterministic, selforiented, and reactive. In a global and complex world, arguing that consumers are in control over their life and that they can freely write their own stories appears too simplistic. Society and human beings are indeed too complex and too subtle to simply take a pure agentic approach to marketing. Consumers' motivations for buying goods are multiple and hybrid, made of many fragments of personal roles, of history, and of social experiences. The result is complex and messy; consumer practices are not unified in the pyramidal order, and are not completely congruent with social, ethnic, or 3 Those hierarchical needs are often printed in the form of a triangle or a pyramid with five levels where the bottom represents the physiological needs and the top corresponds to self-actualization. People with a definite lack of financial resources consume for physiological survival (Hill and Stamey 1990; Koretz 2000) . Others ascend the pyramid of needs and consume for safety, social, esteem, and selfactualization. They associate consumption with personal values, meanings, and social linkage, which confer status and project a desired self-image (Wallendorf and Arnould 1988; Belk and al. 1989; Mehta and Belk 1991; Belk 1992; Richins 1994; Kleine et al. 1995; Mick 1996) . geographical groupings. Along with this position, we offer Baudrillard's structural approach to marketing as a conceptual warning, suggesting the need for more reflection and critique on the virtue of marketing. First we present Baudrillard's interest in sign value based on an ontology that emphasizes the sociality, symbol-producing, and interpretive capacities of humans. Second, we describe Baudrillard's critique of the culture of sign. His critique combines at least three themes: massification, domination, and commodification. Finally, the discussion on Baudrillard's pure structuralist approach to marketing leads us to conclude that questioning the virtue of marketing cannot be detached from questioning the virtue of consumers.
Jean Baudrillard
Jean Baudrillard, a contemporary French sociologist, has spent the last three decades constructing a critical theory of the object and the use of objects as signs for attaining prestige and social position. Utilizing the semiological theory of the sign, Baudrillard describes the world of commodities, consumers, and consumer culture. By focusing his analysis directly on sign control, commodification, and ideological legitimations of consumer capitalism, Baudrillard extends Marcuse's (1964) "one-dimensional thesis" to a higher level. In One Dimensional Man (1964), Marcuse suggests that advanced industrial society is capable of containing social change and criticism. This process results in more effective and sometimes pleasant forms of social control and social cohesion (Marcuse 1964, p. xv) . Baudrillard extends this thesis by placing it in the context of contemporary consumer culture which has been described by Jameson (1991) as "late capitalism." Here, signs of resistance and revolt are quickly absorbed and commodified by capital. Rather than threatening the market, consumer boycotts, resistance to material acquisition, revolutionary consumers, and use of consumption for political expression rejuvenate the market (Holt 2002) . What begins as a sign of defiance soon becomes a part of consumer culture rather than a criticism of it.
The Culture of Sign Value
Baudrillard conceives of needs and uses, not in terms of investing nature with value to form utility, but as cultural constructions. The heart of his theory is therefore the socio-cultural context. It is this context that demands conformity to the norms and values of associative groups and nonconformity to dissociative groups. Baudrillard's ontology emphasizes the sociality, symbol-producing, interpretive capacities of humans. The implication of this perspective is that exchange value can only be understood as a complex combination of use value (i.e., concrete labor), surplus value (i.e., abstract labor), and sign value (i.e., sumptuary labor). Since humans now reside within the symbolic world of simulations, sign value is the key to understanding exchange value and consumption. This new era of sign value is described by Baudrillard as a particular form of the transition from nature to culture:
What is sociologically significant for us, and what marks our era under the sign of consumption, is precisely the generalized reorganization of this primary level in a system of signs which appears to be a particular mode of transition from nature to culture, perhaps the specific mode of our era (1970; reprinted in Poster 1988, pp. 47-48) .
Consumption is therefore viewed as "an active manipulation of signs" (i.e., sumptuary labor) (Baudrillard 1981a, p. 5) . To counter the Marxian "mode of production," Baudrillard introduces the "mode of signification" (1975, p. 127) , shattering Marx's substructure/superstructure bifurcation and the mirror of production. In the postmodern society, consumption thus replaces production as the central mode of social behavior. In conclusion, Baudrillard believes that without a theory of sign value, political economy fails to explain why particular brands and commodities become such objects of allure and desire. Hence, Baudrillard replaces the classical concept of need (i.e., use value) with that of desire (i.e., sumptuary value).
The Sociology of Sign Value
The concept sign can be understood from many different perspectives in semiotics. When describing the history of consumer objects as signs, Baudrillard relies on the conceptual development established by Charles Sanders Peirce and Ferdinand de Saussure. Peirce conceived of the sign as consisting of a triadic relation (Peirce, Collective Papers 1931 -1958 see Noth 1995, p. 42) . This triad consists of the representamen, the object, and the interpretant. The representamen is the symbol or sign vehicle used to evoke meaning. For example, the three symbols C, O, W, combine to evoke a particular cognitive meaning. The object or referent serves as an empirical point of reference grounding the connection between the symbols and the associated meaning. In the above example, it is the actual beast, a real cow. The interpretant is the cognitive meaning resulting from the symbols. Since this meaning can not be separated from the experiences of the subject, it makes sense to refer to the interpretant. In the "cow" example, the meaning would be the individual's understanding of the concept cowness. Peirce's reliance on the referent seems to have committed him to an ontological realism (Noth 1995, p. 43) . However, Peirce makes it clear that the referent can be a subjective or even imaginary entity (Noth 1995) . This indicates that he was aware of the idealist argument that the phenomenal world reflects the structure imposed on it by mental activity.
Peirce's perspective is used by Baudrillard when describing consumer objects as signs in the feudal and modern eras. In the feudal era, signs were relatively fixed and compulsory. One could "read," for example, an individual's appearance and understand immediately their social position. During the modern era, the new bourgeois order emancipated and democratized the system of signs. Consequently, imitation, appearance, and sign management becomes important. Although signs were liberated from a fixed referential order, there was still the attempt to ground them in something real. Thus, the "art of the period attempts to imitate life" (Kellner 1989b, p. 78) , and classical political economy grounds its knowledge claims in the "natural" order. In reference to Adam Smith's social philosophy, Rubin (1979, p. 169) states:
Once the aspiration of the individual to better his situation is made to flow from the constancy of human nature, it is obvious that it will be operative in all historical epochs and under any social conditions (emphasis added).
In the postmodern era, there is no longer an attempt to refer back to nature or ground the representamen. The representamen is associated with the interpretant and becomes reality. "The sign no longer designates anything at all. It approaches its true structural limit which is to refer back only to other signs" (Baudrillard 1975, p. 128) . In this quote, Baudrillard is using the word "sign" to mean the representamen. It is at this point that Baudrillard critiques Peirce's triadic relation and aligns with Saussure. Saussure emphasized the dyadic character of signs rejecting the referential object as an element in semiology (1916 /1969 see Noth 1995, p. 60 ). Saussure's semiology operates totally within the sign system (Noth 1995) .
If the dyadic structure of signs refers back only to the consumption code (i.e., sign systems), then it is object ensembles and the cultural context that becomes important for interpretation. "Like a chain that connects not ordinary objects but signifieds, each object can signify the other in a more complex super-object, and lead the consumer to a series of more complex choices" (Baudrillard 1970; reprinted in Poster 1988, p. 31) . For example, a necktie, depending on the objects the tie is combined with, and the social context, can evoke the elitism of an aristocratic morality, or the straight forward honesty of the puritan work ethic. The bareness of a wall, depending on the rest of the interior, may indicate poverty, unrefined misery, or a savage luxury (Baudrillard 1981a) . There is an exchange of meaning through the use of objects just as there is with language. To learn the nuances of the cultural code of sign value demands enculturation. In the same way that the use of word combinations, vocabulary, and accent, varies across demographic groups, so does the use of objects to create sign value. Given the predominance of consumer objects in late capitalism, understanding and using objects as signs becomes a necessary part of social activity and communication. By way of illustration, when describing the transformation of American society during industrialization, urbanization, and immigration, Stuart Ewen (1988, p. 76) has emphasized the importance of sign value for the immigrant:
As a basic lesson in modernization, immigrant and migrant workers learned to be 'presentable,' to rely on the tools of presentation while navigating the treacherous waters of everyday life. True moderns, they were learning to internalize the dictum of Bishop Berkeley, that 'to be is to be perceived.' Thus, commodities are assembled into a system of sign values governed by the logic of a cultural code. For Baudrillard, it is the code which structures, organizes, and reproduces social reality.
The Cultural Code
The concept "code" is split into two domains in semiotics (Noth 1995, see pp. 206-220) . In the first, the concept is used to refer to the public sphere of norms. Here, the concept is often categorized as part of deontic semiotics since the code is prescriptive, regulative, and restrictive (Greimas and Courtes 1979) . The second meaning of the concept "code" refers to the secret sphere of cryptography (Noth 1995) . Cryptography describes the process of producing secret or hidden meanings in text. A cryptographic code integrates a particular in-group by making the language difficult to interpret by outsiders. Although Baudrillard is not clear when describing the consumption code, both domains of meaning can be found in his project.
As a deontic code, Baudrillard compares consumption to language and kinship systems. All three are classification systems which refer to social objectives. Survival of the culture depends on agents of socialization capable of ensuring conformity. Recall that Baudrillard's ontology emphasizes the sociality, symbol-producing, and interpretive capacities of humans. At the same time, he wants to take the object seriously, not relegating it to secondary status in the subject/object dialectic. Individuals conform to the code in fear of cultural ostracism and isolation. Positive and negative sanctions, encouraging conformity, are deeply embedded in everyday social interaction. For example, an individual's use of object symbolism may be labeled debonair, refined, smart, sophisticated, suave, or vogue. This use of objects has added-value (i.e., sign value) since it fosters popularity. On the other hand, labels such as gauche, uncouth, vulgar, awkward, or uncool reveal a sign deficit. Here, the individual risks separation and loneliness. Since the language of objects reflects social objectives, as individuals seek a neutral or positive point on the code, they must conform. In other words, as people consume the code, they reproduce the current social arrangements. Thus, Baudrillard argues that consumption is a form of social control.
The presence of rebellious symbols that are intended as criticisms of sumptuary standards provides opportunities for change. Unfortunately, Baudrillard's pessimism regarding agency leads him to suggest that these symbols are often commodified and marketed back to targeted segments. We have heard this argument before from the Frankfurt School. The ability of late capitalism to absorb and commodify cultural symbols makes social forms impervious to change. For example, when the Beatles arrived in the United States in 1964, they brought with them new symbols which originally critiqued sumptuary life-styles. Over time, these symbols were commodified and marketed, dulling their critical impact. In fact, in a recent issue of Advertising Age, a marketing executive for Capitol Records, in regards to previously unreleased Beatles songs, states: "What we have here, is the Beatles as an industry" (i.e., the Magical Marketing Tour) (Mandese 1995, August 28, p. 8) . The same case could be made for various other products and styles such as body piercing, grunge, Harley-Davidson, punk, cyberpunk, or tattoos. These kinds of changes in sign value generate demand and fuel the economy since what is chic today may be nerdy tomorrow.
According to Baudrillard, an empirical understanding of the consumption code is somewhat indeterminate and ambiguous. This is because the signified meaning of a product is historical, specific to the social context, and so taken for granted it may not be conscious. Baudrillard does, however, discuss the logic of the code. The logic of the code is governed by two essential modes. On the one hand, "saturation" and "redundance;" and on the other, "symmetry" and "hierarchy" (Baudrillard 1981a, p. 41) . When referring to the first mode, Baudrillard describes an obsessional symbolism: "the bourgeois house is closed upon itself and full like an egg" (1981a, p. 41); "we have carpets, slipcovers, coasters, wainscoting, lampshades...each trinket sits on a doily, each flower in its pot, and each pot in its saucer" [then the whole ensemble is placed in front of a mirror and repeated] (1981a, p 42). With respect to the second mode, symmetry and hierarchy, Baudrillard explains that the overworking of signs looses meaning if random. The socialization process teaches not only which objects to acquire but also how these objects should be combined and used. The intention is not only to possess, but also to demonstrate "how well one possesses" (Baudrillard 1981a, p. 42) . Objects and their use are "exhibitors of social status" (Baudrillard 1981a, p. 49) .
The second meaning that Baudrillard draws on when referring to consumption is that of cryptography or hidden meanings. The consumer needs access to a particular socialization process in order to interpret or see certain signs. Even if the consumer is able to acquire associated symbols, they may lack an understanding of other dimensions of presentation such as gestures, mannerisms, posture, speech patterns, and vocabulary. In other words, objects and their use act as a cryptographic code. This code marks distinction and can only be translated by a specific in-group. In this sense, each subculture shares a language and object game. Since objects are used as a form of communication, they can be subsumed within the concept "language." The concept language game provides a way of conceptualizing the role of objects within a particular discursive space. Since language games are internalized through the socialization process, they are so fundamental to selfhood and identity, their use may be unreflected:
The social goal of ostentation and all the social mechanism of value are largely unconscious, and are exercised by the subjects without their own knowledge. The conscious games of prestige and rivalry are only the refraction of these finalities and constraints in consciousness (Baudrillard 1981a, p. 33 ; emphases added).
Baudrillard's critique of consumer culture rests on the premise that the consumption code is a repressive form of social control. The code specifies acceptable behavior in a narrow and constraining way, cutting off possibilities for alternative social visions and shackling human potential. The next section presents Baudrillard's critique of consumer culture.
Baudrillard's Critique of Sign Value
Baudrillard's critique combines at least three themes. The first is referred to as massification. In order for a consumer culture to take hold, mass production needed a responsive mass market. The second theme is domination. The consumption code is deterministic, constraining the mass of consumers into similar lifestyles. The third theme, commodification, describes the social psychological consequences of domination. The most important of these consequences is that people begin to view themselves, and others, as commodities on the personality market.
Massification
Baudrillard (1970) describes production and consumption as different dimensions of the same logical process. Having socialized the masses into a labor force, the industrial system was now faced with the challenge of creating a consumption force. The captains of industry, pushed by the drive for surplus value, technological innovations, and greater centralization, were able to control the social relations of production. Captains of consciousness were now needed to manage and administer a new order of mass consumption (Ewen 1976; Kellner 1989a ). According to Galbraith (1967) , the fundamental problem of consumer capitalism is the contradiction between unlimited productivity and the need to sell the product. In other words, it becomes crucial for the system to be able to accurately forecast and ultimately control demand. By emphasizing marketing research prior to production and advertising subsequent to it, the firm is able "to shift the locus of decision in the purchase of goods from the consumer where it is beyond control to the firm where it is subject to control" (Galbraith 1967, p. 215; see Poster 1988, p. 38) .
Following this logic, early advertising needed to encourage the acceptance of new values, attitudes, and life-styles (i.e., the consumption code). For example, writing in the 1920s, Walter Pitkin, professor of marketing at Columbia University, "ordered a campaign for an entire industrial value system, imploring his colleagues 'to go beyond institutional advertising to some new kind of philosophy of life advertising'" (Ewen 1976, p. 54) . Also writing during this period, Edward Filene, entrepreneur and outspoken proponent of industrial America, spoke openly about the need for socialization to a consumer culture. Filene argued that mass production requires consumer education which limits the concept of social change and progress to the "commodified answers rolling off American conveyor belts" (Ewen 1976, p. 54 ). Filene's statement implies that freedom and liberty should be confined to the marketplace. In other words, what needs to be emphasized regarding responsible citizenry is consumer choice, not political action in a public sphere. This point is underscored by Jean Lagarrique's painting "Liberty Cola" (Provoyeur and Hargrove 1986) . In this painting, the Statue of Liberty is portrayed rising against a dark clouded sky. The statue retains the tablet in one hand, the torch in the other, and the diadem in its usual crowning position. However, an enormous Coca-Cola bottle takes the place of her head, body, and draperies. Given that the complete name of Bartholdi's statue is "Liberty Enlightening the World" (Silverman 1994), the dark sky is symbolic of a constrained or commodified liberty.
Thus, Baudrillard argues that individuals are born into a world dominated by the multi-billion dollar advertising and fashion industry. Since the consumption code is intertwined with language (Fromm 1976, pp. 7-35) , as the child develops cognitive skills, they internalize the code as a natural part of their world. Primary socialization within a consumer culture creates a mass of "good" consumers, behaving in consonance with the aims of corporate capitalism.
Domination
Since the historical nature of the code prescribes meanings in advance, individuals are channeled into certain forms of class and consumer behavior. By conforming, consumers are functionally integrated into a system of socially constructed needs where satisfaction reproduces their own social domination. This manipulation paralyzes alternative forms of self expression and activity (Baudrillard 1975) .
Here, power is the control of meaning. Although various governmental and corporate groups vie for control of the code through the mass media, Baudrillard does not to identify specific groups responsible for domination. Domination is described as the result of socio-historical circumstances, intertwined with the development of corporate capitalism. For example, Penny Sparke (2002) provides a detailed historical description of the macro influences on product design as they relate to the feminine aesthetic and women's culture. According to Sparke (2002) , the feminine aesthetic (which is also described as taste, style, or code) was instrumental in defining women's self-image and identity in the nineteenth century. This aesthetic found expression in the domestic interior. In particular, the feminine spaces of the parlour or drawing room and bedroom or boudoir. By the end of the nineteenth century, the architecture of modernization had successfully critiqued the feminine aesthetic and defined the interior as an extension of the exterior (Sparke 1996) . Thus, feminine taste was superceded by a masculine consumption code which set out to remove all aesthetic autonomy from the hands of women.
Since domination by the code is subtle, largely unconscious, and sometimes pleasant, it is hard to combat. Individuals become so caught up in a world of commodity signs and media spectacles there is no longer any access to a "real" (Kellner 1989b ). This relativism, combined with the lack of an identifiable group responsible for constructing and controlling the code, makes organized resistance difficult. Rebellion becomes less political and more of a process of lifestyle experimentation and risk taking.
Fromm's thesis in Escape from Freedom (1941) aids interpretation of this aspect of Baudrillard's theory. In this work, Fromm (1941) argues that it is our fear of being an outsider or outcast that keeps us from stepping into the unknown. Afterall, the constraint is only noticed when one deviates, if one is conforming, then one feels free. Every new step contains the danger of failure. Freedom therefore involves the existential burden of reflection, anxiety, and choice. The only way to relieve this burden is to escape from freedom and conform to the code.
If the circumstances of the consumer's life do not enable them to conform or secure a positive point on the code, then they are segregated, discriminated against, and marginalized (Baudrillard 1975) . The more one feels disenfranchised, the more one desires the signs that will promote social integration. Life becomes an all-consuming struggle to move from the "zone of disaffection" (Baudrillard 1975, p. 134) , to the perceived non-alienated zone of affection. Since the code does not include symbols that stimulate critical reflection, this all-consuming struggle becomes a natural and unquestioned part of life. Kellner's (1989b, p. 51 ) interpretation of Baudrillard's "sign control" leads him to suggest that he has advanced perhaps the first theory of "semiological determinism."
Thus, for Baudrillard's critique, domination by the code plays a central and fundamental role. The code is ubiquitous, hegemonic, and totalitarian. Its influence creates a one-dimensionality that becomes a powerful and enduring form of social control.
Commodification
Like Georg Lukacs (1971) , Karl Korsch (1971) , and the Frankfurt School, Baudrillard argues that market relations are influencing and penetrating ever more areas of life. Domains of society once separated from exchange, such as human relationships, are becoming increasingly defined by exchange values. Consequently, humans and culture are interpreted as thing-like, they are treated as commodities whose fundamental substance is their value on the open market (Kellner 1989a) . Fromm (1976, p. 132) referred to commodification as the "marketing character" since it involves experiencing oneself as marketable or nonmarketable on the "personality market." This implies that degree of social integration and acceptance depends on how well people "sell themselves." How well can the individual get their personality across? How nice is the package? What is their family background? Do they know the right people? What are their credentials? What is their occupation and what clubs do they belong to? Particular backgrounds may be more marketable due to their sign value. People may seek relationships with others who have obtained a more positive point on the code. These individuals may be better integrated since they bring more resources to the relationship. On the other hand, people may avoid relationships with others who have obtained a relatively less positive point on the code. These individuals may be estranged or isolated from some groups since they bring a perceived sign deficit to the relationship.
In addition to viewing people as things, Baudrillard argues that objects have come to dominate subjects. The individual possesses the object because they have the force to make it theirs. However, the reverse is also true, the object has the individual since the individual's sense of identity rests upon having the object. Since sign-value can be detached from subjects, and reside in objects, consumers have become dependent on objects as a source of identity. To detach and free oneself from objects would be akin to withdrawing from valued associations and groups.
According to Baudrillard, domination by the object is the object's revenge, or, "revenge of the crystal" (1990, p. 18) . Thus, when discussing the tension between the subject and object, Baudrillard believes that the object has become more forceful and determining than the subject.
Commodification is an important theme for Baudrillard since it explores the social psychological consequences of domination by the code. Since the process of commodification has made "things" out of both the subject and object, and since in Baudrillard's mind the object has become dominant, the relationship is one of deadness and despair. The object has robbed subjects of their human qualities and capacities. The only type of social interaction Baudrillard exempts from commodification is "symbolic exchange " (1981a, p. 64) . Symbolic exchange is a type of symbolic interaction where meaning is derived from the exchange itself. Although this type of interaction is referred to as an exchange, it is not clear what, if anything, is exchanged. The exchange is ambivalent enough so that a differential play of signs can not be separated from the activity. Baudrillard uses the gift as an example. When referring to the gift, it is not clear if there is reciprocity, love, or aggression--it is ambivalent--meaning is derived from each individual act of gift giving in context. Obviously not all gifts fit into this category. Recall that the Statue of Liberty, a gift from France, was used earlier in the context of massification. Baudrillard is so hyper-critical of what he regards as our code-dominated order, it is only the concept of symbolic exchange that provides a ray of hope.
Is Marketing Virtuous: A Baudrillardesque Approach
Is marketing virtuous? In response, Baudrillard would argue that marketing is a tool used to increase consumption to the benefits of capitalist exploitation. It creates a logic of signs and codes that has no other virtue but to serve a system of competitive power where consumer needs are purely dominated. Under this logic of signs and codes, marketing seeks to create aspirational images and desires that have the hold on the most vibrant, immediate sense of what consumers must pursue for themselves, of who they should be and of what they should buy to be happy, successful, and admired. As individuals become seduced by desire for particular consumption styles, they become dependent on objects. In order to feed this dependency, they must conform to dominant social institutions. Thus, as consumers fulfill socially sanctioned "needs," they reproduce the conditions for their own domination. Here, the consumer is determined, controlled, and even alienated by marketing practices. Ultimately, consumers do not choose their consumption lifestyles; it is the system of marketing practices that chooses for them (Baudrillard and Witwer 2000; Goldman and Papson 1998; Goldman and Papson 1996; Bordo 1993) . What this structural approach emphasizes is the existence of consumption codes in society, something that could be metaphorically described as a language or a grammar, in which consumer behavior is being written.
According to Baudrillard, signs and codes have gained autonomy and have come to form a new social order. Given "techno-capitalism's" (Kellner 1989a, p. 176) ability to manipulate images and portray simulations, marketing has become an important vehicle for the maintenance of this order. Insofar as marketing is one-way, lacking an open-ended discursive context, Baudrillard believes that it constrains the self's ability to discover alternative forms of meanings which could be used to enrich selfdevelopment. In the language of critical theory, a powerful one-way agent of socialization produces a one-dimensionality, massifying or homogenizing interpretation and understandings. For this reason, Baudrillard describes the consumption code as monolithic and determining. Here, as the consumer acquires objects (i.e., sign vehicles), it is not the individual that is choosing, but a symptom of a code-dominated order. In short, individuals do not speak the language of objects, the language of objects speaks them. By unmasking this hidden and taken-for-granted ideology, Baudrillard joins Marx, Freud, and Nietzsche in developing what Ricouer calls a "hermeneutic of suspicion" (Smith 1995, p. 147) . In other words, he suspects that marketing which saturates and dominates the late 20th century does not enrich life. Marketing fulfills false and manipulated needs, trapping and commodifying the consumer. The popular bumper sticker "I owe, I owe, so off to work I go," captures the spirit of this domination. It implies that freedom is traded-off for nice homes, expensive cars, beautiful clothes, and exotic vacations. If freedom is traded-off in order to obtain objects, then objects are in control. People have become slaves to the visceral ecstasy of the spectacle and this is slowly suffocating human relationships. From this perspective, marketing, advertising, and consumption contribute to a socialization process, which creates a lure and fascination with objects and results in social control (Baudrillard 1981a ).
Is Marketing Virtuous: A Counter-Baudrillardesque Approach
One doesn't need to agree with such structural approach to marketing. First, this determinist approach neglects the varying forces, interests, and power relations that influence the logic of signs and codes. The image of capitalism projected by Baudrillard is one-sided. The competition for sign value does not always reduce ambiguity as Baudrillard suggests. The contrary claims found in comparative advertising may increase ambiguity, at times to the point where messages become reduced to a mass of unrelated images or noise. Kellner (1989b, p. 28) has recognized this tendency suggesting that Baudrillard "describes precisely how capitalists would like the world to be." The advertising wars characterizing the automobile, beer, computer, jeans, soft drink, and other industries are based on the possibility of positioning one's brand as more prestigious than the competition. Companies compete for a preferred place in the hierarchy of sign value. By projecting an organized, ideal image of marketing, Baudrillard describes a society where marketers are always successful--a culture where product management and positioning works so well it has come to dominate social relations. Such conceptualization is one-sided in that it fails to identify contested cultural forms. Moreover, Baudrillard's project suggests that if we do not become reflective and critical of this situation, we may not be able to save ourselves from the seductive power of objects. Unfortunately, Baudrillard does not describe his vision of the non-object oriented subject that lies at the center of his immanent critique. In this way, Baudrillard's project reflects the tradition of Romanticism in the West. There is an implicit desire for a free, spontaneous, inspirational, unfettered subject, but a description of this self remains a mystery. To couch this problem in a phenomenological context, what is Baudrillard's vision of the authentic self? From what resources does the emancipated self derive meaning? Clearly this lacuna is related to his lack of theory regarding agency. From Baudrillard's perspective, it is simply too late, the concept "self" has lost all meaning.
In the late Baudrillard the question "is marketing virtuous" would not even be meaningful (Baudrillard 1981b (Baudrillard , 1991 (Baudrillard , 1993 (Baudrillard , 1994 .
Conclusion
Baudrillard contributes a conceptualization useful for understanding a world in transition. He describes a world where face-to-face communication is slowly being replaced by technological nonpersonal forms of information exchange and the visceral ecstasy of the spectacle; a world in which the lines between humans and machines, reality and image, have become increasingly fuzzy.
In addition, Baudrillard's perspective encourages consumer researchers to question conventional points of view. Ultimately, consumers acquire objects since conformity to the consumption code is integrating. Yet, sign value is desired not because people are materialistic or vain, but because humans long for and need a sense of community.
The question "is marketing virtuous" is coming at the phenomena from a top-down, structural, organized, rather monolithic perspective; maybe a more appropriate question would be "are consumers virtuous". If we can assume that the fall of the Berlin wall in 1989 and the US government ceasing control of the internet in 1995 created the "age of markets" and rampant globalization, than consumers should not be left out of the question, consumers push markets and markets push consumers. Is marketing virtuous? Well it depends on one thing: the context.
